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Introduction  wca  successful  public  relation  program  raises  the  profile  of  your 
f  group  or  organization  and  creates  a  positive  image  within 

\  ^^Vl        community.  It  is  essential  for  gaining  public  accep- 
\^tance  and  financial  support. 


Publicity  is  the  key  to  good  public  relations,  Getting  publicity 
is  not  a  difficult  task  provided  you  understand  the  basics  and 
follow  a  few  simple  rules. 

The  first  part  of  this  guide  examines  the  various  skills  needed 
to  mount  a  successful  publicity  campaign.  The  second  part  looks 
at  the  different  methods  of  publicizing  your  group's  services, 
activities,  and  events.  The  bibliography  will  give  you  sugges- 
tions of  books  to  buy  or  borrow  if  you  want  more  information. 
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Acquiring  the  Skills 


WRITING  STYLE 


riting  is  obviously  a  vital  factor  in  communications,  Good 
writing  communicates  an  idea  or  a  fact  clearly,  simply, 
and  concisely.  Big  words  and  long,  complex  sentence 
structures  obscure  more  often  than  they  clarify.  Use  them 
sparingly. 

Some  tips  on  writing  style; 

•  Be  certain  what  you  want  to  say  and  how  you  want  to 
say  it.  Make  an  outline.  List  all  the  essential  facts, 

•  Remember  you  have  something  specific  to  say.  Be 
accurate  and  concrete.  Avoid  vague  statements  and 
generalities. 

•  Avoid  the  use  of  too  many  qualifiers,  (e.g.  perhaps,  pro- 
bably, to  a  certain  extent)  Be  confident.  State  your  case 
strongly. 

•  Use  strong,  active  verbs.  Example;  replace  ^have  to  have' 
with  'need';  replace  'run  after'  with  'chase'. 

•  Don't  be  redundant.  Make  your  point  once  and  go  on. 

•  Avoid  clutter.  Don't  use  three  words  when  one  will  do.  Ex- 
ample; replace  'for  that  reason'  with  'because'. 


Example; 

Here  is  a  company  memo  sent  from  the  planning  depart- 
ment to  the  lab: 

"The  bottom  line  is  that  we  hove  to  hove  the  results 
of  the  test  in  advance  of  the  encounter  for  the  reason 
that  they  will  hove  the  effect  of  demonstrating  that 
our  idea  had  a  measure  of  credibility" 


Rewritten,  it  becomes; 

"We  need  the  test  results  before  the  meeting.  They 
will  show  that  our  idea  is  credible." 


Write  for  the  ear  rather  than  the  eye.  This  is  certainly  true  for 
material  designed  for  broadcast.  Text  that  will  be  published 
may  have  a  more  "literate"  style,  but  you  are  still  wise  to 
remember  that  simplicity  will  ensure  that  the  message  is 
understood.  Read  what  you've  written  aloud.  Make  sure  it 
sounds  correct.  Read  it  to  someone  else  to  make  sure  your  mean- 
ing is  clear. 


Whenever  possible,  leave  what  you've  written  for  a  day  or  so 
before  editing  the  final  draft.  Better  still,  have  someone  else  edit 
it  for  you. 

The  effort  spent  getting  it  right  is  worth  it.  Good  writing  gets  a 
message  across  clearly  and  reflects  positively  on  your  whole 
organization. 
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raphics  are  the  actual  physical  elements  that  appear  on 
the  printed  page.  These  include  type,  titles,  borders, 
illustrations  and  photographs. 

Printers  have  many  type  faces  (letter  forms)  for  you  to  choose 
from.  As  a  general  rule,  stick  with  type  faces  that  are  simple  and 
legible.  Don't  try  to  economize  by  choosing  too  small  a  type. 
It  is  essential  that  the  body  of  your  text  be  easy  to  read. 

If  you  do  not  have  a  graphics  advisor,  ask  your  local  printer 
for  help.  Ask  him  for  a  sample  of  the  exact  style  of  type  in  the 
exact  size  you  plan  to  use  before  confirming  your  choice. 

Make  sure  your  typewriter  is  in  good  working  order  and  pro- 
duces clear,  clean  type,  so  there  is  no  confusion  in  the  text  you 
deliver  to  the  printer. 

Photographs  are  effective  and  relatively  inexpensive  to 
reproduce.  Make  sure  they  relate  directly  to  the  story  you  are 
telling.  A  good  test  is  to  find  an  image  which  does  not  require 
a  caption  in  order  to  be  understood. 

Only  sharp,  clean,  high-quality  photographs  should  be  used. 
Use  glossy,  black  and  white  photos  for  the  best  results  at  the 
lowest  cost.  Make  sure  your  photographer  uses  black  and  white 
film  as  the  translation  from  a  colour  image  to  black  and  white 
will  lose  some  sharpness.  Using  colour  is  more  expensive  because 
the  printer  will  have  to  make  colour  separations  —  a  process 
which  divides  out  the  colour  elements  into  the  four  basic  tones, 
The  press  must  be  run  four  times  over  the  same  image  to  get  the 
full  image.  However  a  good  colour  photo  is  very  effective  and 
eye  catching. 

People  pictures  are  generally  the  most  interesting.  When  possi- 
ble, pose  your  pictures.  They  should  not  look  contrived  but  you 
may  have  to  ask  people  to  stand  in  a  group  in  order  to  empha- 
size your  story.  Snapshots  do  not  work.  Backs  of  people  are  not 
interesting,  neither  are  blurs  or  moving  hands.  Try  also  to  avoid 
conventional  poses.  Avoid  Mr.  A,  presenting  a  cheque  to  Mr 
B.  —  try  instead  to  have  them  examine  some  evidence  of  where 
the  money  will  go.  Keep  your  groupings  to  a  maximum  of  three 
people,  Tight  shots  of  one  or  two  faces  are  the  most  appealing. 
Also  check  the  background.  Do  not  pose  your  photo  in  front 
of  a  messy  clutter  or  in  front  of  the  washroom  door!  Include  a 
caption  with  the  photo  including  all  relevant  information.  List 
names  in  order  (full  first  name  or  two  initials)  Caption  should 
not  be  written  on  the  back  —  use  label  and  paste  on  back. 

Line  drawings  are  sketches  done  with  India  ink  or  black  felt 
pen  on  white  paper.  If  you  do  not  have  a  good  artist  available 
to  produce  original  work,  you  can  trace  existing  drawings  pro- 
vided they  are  not  covered  by  copyright  laws. 


There  are  books  for  sale  at  art  supply  stores  with  illustrations, 
fancy  lettering,  borders,  lines,  etc,  that  are  no  longer  covered 
by  copyright  laws,  Most  libraries  will  carry  them.  Have  a 
photostat  made  of  the  illustrations  you  need  and  touch  them 
up  with  India  ink  or  black  felt  pen. 

TRANSFER  LETTERING       Transfer  sheets  of  lettering  can  be  used  for  titles,  headings,  and 

sub-titles.  They  are  easy  to  use  and  give  your  work  a  professional 
look.  They  can  be  purchased  at  art  and  office  supply  stores. 

Transferring  letters  takes  patience  and  precision.  Make  sure 
letters  are  evenly  spaced  and  lines  are  straight.  Be  sure  to 
transfer  the  complete  letter  form  onto  the  page.  Detailed  instruc- 
tions come  with  the  transfer  sheets. 


TRANSFER  ART  SHEETS       Professional  quality  illustrations,  fancy  lettering,  ornaments, 

borders,  and  lines  are  also  available  on  transfer  art  sheets  on 
sale  at  art  supply  stores. 


DESIGN 
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esign  is  the  arrangement  of  the  graphic  elements  on  the 
printed  page  in  the  manner  that  communicates  your 
message  effectively. 


Libraries  and  art  supply  stores  carry  books  on  graphic  design. 
Also,  ask  your  printer  to  advise  you  on  producing  camera  ready 
art. 

The  first  visual  impression  of  your  material  will  either  encourage 
people  to  read  or  to  ignore  the  information.  It  represents  your 
organization  and  should  look  —  at  first  glance  —  as  professional 
as  possible.  The  mood  must  also  be  relevant  to  your  group;  is 
it  elegant  or  razzle-dazzle;  for  children  or  a  somber  event?  Keep 
your  graphic  design  simple  and  consistent.  Type  for  headlines 
and  text  should  complement  one  another  —  Ideally  they  should 
be  the  same.  Unless  you  can  do  all  the  text  using  transfer  letter- 
ing, send  the  type  out  to  a  printer  to  be  photo  typeset.  Have  the 
printer  run  off  as  many  copies  as  you  need  for  future  use.  (Don't 
order  more  than  you  can  use  in  a  year  —  tends  to  discolor). 

Illustrations  and/or  photographs  should  illustrate  and  emphasize 
the  text.  Use  space  liberally.  You  know  from  your  own  ex- 
perience that  a  "busy"  or  cluttered  poster  or  ad  is  hard  to  read 
quickly  and  does  not  attract  your  interest. 

Camera-ready  art  is  your  finished  page  with  all  the  graphic 
elements  of  your  message  arranged  on  it,  pasted  up,  and  ready 
to  be  photographed  for  the  plate  the  printer  will  use  to 
reproduce  the  whole  image. 


Most  printers  have  trained  graphic  artists  to  help  you  with  layout 
and  camera-ready  art  work.  It  can  be  an  expensive  service  and 
can  be  avoided  by  producing  the  camera-ready  art  yourself. 


5 


However  the  money  may  be  well  spent  to  ensure  a  professional 
looking  document.  It  is  possible  to  design  material  using  a  home 
computer,  although  you  must  be  sure  that  the  print  it  types  is 
readable. 


PRODUCING 
CAMERA-READY  ART 


NAME  DESIGN 


Mount  a  grid  sheet  onto  a  large  piece  ol  white  bristol  board, 
If  the  printer  does  not  have  these  pages  of  standard  shapes  in 
exact  size  you  need,  you  can  draw  your  own  shape  using  a 
blue  pencil  on  graph  paper  (Use  only  paper  printed  with  blue 
lines.  They  will  disappear  when  a  photoplate  is  made,) 

Cut  out  all  the  graphic  elements,  the  illustrations,  the  drawings, 
the  headlines  and  columns  of  text  and  arrange  them  on  the 
page,  moving  them  around  until  you  are  satisfied.  Don't  clutter 
the  design.  Leave  space  for  the  layout  to  "breathe".  Add  or  take 
away  extra  illustrations  as  needed.  If  your  publication  is  to  be 
stapled  or  folded,  leave  the  appropriate  margins. 

Glue  the  various  graphic  elements  to  the  paper.  Make  sure  the 
copy  (text)  is  straight  —  line  the  print  up  with  the  blue  lines  on 
the  graph  paper.  Make  sure  each  piece  is  stuck  down  secure- 
ly. Remove  any  unwanted  marks  with  white  typewriter  eraser 
fluid  and  take  off  excess  glue  with  a  rubber  eraser. 

Cover  your  finished  pages  with  white  tissue  paper  taped  to  the 
back  and  folded  over  the  print  face.  Use  the  tissue  paper  to  write 
instructions  to  the  printer  about  colour  of  ink,  position  of  images 
and  so  on.  Have  the  printer  return  your  camera-ready  art  for 
future  use  and  reference. 

It  is  important  that  the  name  of  your  organization  be  readily 
identifiable.  A  unique  symbol  or  logo  to  go  along  with  the  name 
makes  your  group  that  much  more  recognizable.  Design  of  a  logo 
is  a  complex  process  and  you  would  be  well  advised  to  seek  the 
advice  of  a  professional  designer  to  put  together  a  special  type 
face  (with  or  without  a  graphic  design)  that  you  can  use  on  all 
material  produced  by  your  organization.  Decide  how  your  name 
should  be  presented  and  stay  with  it. 


PRODUCTION  COSTS 

PRINTING  If  the  job  is  of  sufficient  size,  use  a  printer  for  quality  results.  A 
shoddy  looking,  do-it-yourself  product  reproduced  on  a 
photocopier  can  be  bad  public  relations. 

Ask  the  printer  for  an  estimate.  Shop  around,  comparing  ser- 
vices and  prices.  Ask  the  printer  to  suggest  ways  of  producing 
a  quality  product  economically, 

Offset  printing,  letterpress,  and  instant  print  are  the  three  methods 
of  printing  most  likely  to  be  available  at  your  local  printeis.  Ask 
them  to  explain  the  relative  advantages  and  disadvantages 
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of  each,  and  to  advise  you  on  the  most  appropriate  and  cost- 
eltective  method  lor  your  project. 

DO-IT-YOURSELF  PRINTING  If  you  need  only  a  lew  copies  (e.g.  lor  a  meeting),  photocopy- 
ing is  the  quickest  and  simplest  method.  For  larger  quantities 
it  can  be  expensive  and  does  not  produce  high  quality  results, 

Mimeograph  copying  is  lavoured  by  some  small  groups.  While 
it  is  inexpensive,  it  is  also  time-consuming,  and  does  not  produce 
clean,  clear  copies, 

Silk  screening  is  commonly  used  tor  coloured  signs  and  posters. 
Some  printers  specialize  in  silk  screening  or  you  can  learn  how 
to  do  it  yoursell  it  you  have  the  equipment. 

PAPER  Paper  is  a  major  production  cost.  It  comes  in  various  grades, 
weights,  and  finishes.  The  kind  and  quality  of  paper  you  use 
will  depend  upon  your  project  and  your  budget.  Ask  your 
printer  to  advise  you. 

TYPESETTING  There  are  many  ways  of  having  the  text  or  copy  of  your  docu- 
ment set  in  type.  Again,  your  printer  will  explain  the  most  appro- 
priate typesetting  methods. 


DISTRIBUTION 


n  effective  distribution  system  is  essential  if  your  message 
is  to  reach  its  selected  audience. 


MAILING  LISTS 


Complete,  up-to-date  mailing  lists  should  be  maintained  for  the 
membership,  the  media,  and  government.  Other  special  lists  of 
names  may  be  required  according  to  your  group's  needs. 


HOME  DELIVERY 


DROP-OFF  POINTS 


Establish  personal  contact  with  the  media.  Drop  by  to  deliver 
press  releases  and  public  service  announcements  personally 
from  time  to  time  to  maintain  a  good  working  relationship. 
Media  personnel  change  jobs  frequently  so  keep  your  media 
contact  list  updated. 

Plan  distribution  of  material  carefully.  It  can  be  delivered 
through  the  post-office,  or  private  industry.  The  most  economical 
way  is  to  develop  a  network  of  volunteers,  if  you  can  be 
guaranteed  they  will  do  the  job  well. 

Material  should  also  be  distributed  ta  churches,  schools,  com- 
munity centres,  laundromats,  and  supermarkets;  to  be  put  on 
public  bulletin  boards,  information  racks  in  schools,  libraries, 
clinics,  hospitals,  and  government  offices;  plus  public  waiting 
rooms  such  as  bus  and  train  stations. 
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Putting  the 
Skills  to  Use 

THE  MEDIA 

NEWS  RELEASE  The  news  release  is  the  most  common  and  ellective  method 
ol  publicizing  activities  and  events.  It  is  also  the  best  way  ol  ob- 
taining free  publicity.  Local  newspapers,  radio  and  television 
stations,  are  always  looking  tor  good  community  news  stories. 
First  make  sure  you  have  a  newsworthy  story  to  tell.  Do  not 
attempt  to  generate  interest  in  a  non-event,  one  that  is  ot  only 
limited  interest  to  the  general  public. 

To  compose  the  news  release  use  the  pyramid  style,  putting  the 
essential  tacts  first.  The  who,  what,  where,  when,  why,  and  how 

questions  should  be  answered  in  the  first  sentence  or  paragraph. 
Then  give  background  information  in  descending  order  of  im- 
portance. This  will  allow  the  editor  to  cut  the  story  if  necessary, 
without  losing  the  basic  facts. 

Keep  your  release  simple,  direct,  and  clear,  Keep  paragraphs 
short.  Check  the  accuracy  of  all  names,  dates,  numbers,  and 
facts  used.  In  larger  centres  journalists  will  rewrite  your  story  in- 
to a  news  format.  However  if  you  know  that  your  story  will  be 
printed  directly  in  the  newspaper  as  you  have  written  it,  (cer- 
tainly the  case  in  many  smaller  communities,)  write  the  release 
more  like  a  news  story  Start  with  a  "catch"  sentence  to  generate 
interest  in  the  rest  of  the  story  (See  page  10). 

Type  your  news  release,  double-spaced,  with  generous  margins, 
on  standard,  white  8V2  x  11"  typing  paper.  Note  the  format  of  the 
sample  release  which  follows.  Put 30  -"  at  the  end.  It  is  a  con- 
vention used  to  indicate  the  end  of  a  story. 

A  news  release  is  of  little  use  unless  you  distribute  it  effectively. 
They  can  be  mailed,  or  hand-delivered  to  establish  personal 
contact.  Keep  media  mailing  list  up-to-date  at  all  times  with  the 
names  of  the  editor  or  reporter  most  likely  to  be  interested.  A 
personally  addressed  envelope  will  ensure  your  news  story 
reaches  the  correct  journalist. 

If  you  send  your  news  release  to  more  than  one  person  at  the 
same  paper,  indicate  this  on  a  note  attached  to  the  release  — 
or  write  at  bottom  of  the  page  the  names  of  others  also  receiv- 
ing the  story, 

Submit  clear,  crisp,  5  x  7"  or  8  x  lO"  glossy,  black  and  white 
photographs  with  your  release.  Always  write  a  caption,  taped 
to  the  back,  for  every  photo  you  send. 
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SAMPLE  NEWS  RELEASE 


Contact:  William  (Bill)  Shakespeare 
(403)  555-1 1 1 1 


VOLUNTEER  WORKSHOP  FOR  THEATRE  COMPANIES 


The  Avon  Theatre  Company  is  sponsoring  a  one-day  workshop  to  encourage  more 
volunteer  participation  in  community  theatre  projects.  The  workshop,  titled,  "Let's  have 
a  big  hand  for..."  is  directed  at  organizers  of  small  drama  groups  in  central  Alberta,  and 
is  open  to  any  members  of  the  general  public  wanting  to  know  how  to  get  involved  as 
volunteers  themselves.  "Let's  have  a  big  hand  ...  "  will  be  held  at  the  Picasso  Inn,  401 
Othello  Drive  in  Picasso  on  Saturday  September  4th  from  9:00  a.m.  to  4:30  p.m. 

Carl  Culture,  an  expert  in  recruiting  volunteers  for  the  Calgary  Zoo,  will  be  the  workshop 
leader.  Discussion  topics  include  how  to  attract  and  how  to  keep  active  volunteers,  plan- 
ning useful  work  projects  for  volunteers,  and  how  to  reward  unpaid  help.  Mr.  Culture 
promises  a  busy  day  with  film  presentations  and  group  projects. 

Registration  fee  for  the  workshop  is  $15  which  covers  a  light  lunch  at  the  Inn.  A  ban- 
quet, with  entertainment  provided  by  the  Avon  Theatre's  travelling  players,  will  be  held 
in  the  evening.  Reservations  at  $20  per  person  should  be  made  when  you  register.  Con- 
tact Bill  Shakespeare  at  the  Avon  Theatre  at  555-1111  before  August  31st  to  indicate 
your  interest.  There  is  a  discount  of  10  percent  on  fees  paid  before  the  end  of  August. 


Contact: 


Avon  Theatre  Company, 
P.O.  Box  1234 
Picasso,  Alberta 
T1X  1X1 

Release  date:  
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SAMPLE  NEWS  RELEASE  /  NEWS  STORY 


Avon  Theatre  Company, 
P.O.  Box  1234 
Picasso,  Alberta 

T1X  1X1  Contact:  William  (Bill)  Shakespeare 

(403)  555-1111 

Release  date:  


AVON  CALLS  FOR  A  BIG  HAND 


"Friends,  Picassians,  Countrymen,  lend  us  your  hands,"  is  the  call  going  forth  from  the 
Avon  Theatre  Company.  In  an  effort  to  attract  more  volunteers  to  their  organizations, 
and  to  help  other  area  drama  groups  do  the  same,  the  Avon  is  holding  a  one-day 
workshop  on  Saturday,  September  4th  at  the  Picasso  Inn,  401  Othello  Drive  in  Picasso. 

The  workshop  is  titled  "Let's  have  a  big  hand  for..."  and  is  directed  to  other  theatre 
groups  and  to  the  general  public  interested  in  making  volunteer  work  more  effective. 
The  all  day  session  starts  at  9:00  a.m.  and  runs  until  4:30  p.m.  with  a  banquet  to  follow. 

Carl  Culture,  Volunteer  Co-ordinator  for  the  Calgary  Zoo,  will  conduct  the  workshop.  The 
day  will  include  discussion  of  how  to  attract  and  how  to  keep  active  volunteers,  planning 
useful  work  projects  for  volunteers  and  how  to  reward  unpaid  help.  Culture  promises  a 
busy  day  with  film  presentations  and  group  work  on  case  studies. 

Registration  fee  for  the  workshop  is  $15  which  covers  a  light  lunch  at  the  Inn.  A  ban- 
quet, with  entertainment  provided  by  the  Avon  Theatre's  travelling  players,  will  be  held 
in  the  evening,  contact  Bill  Shakespeare  at  the  Avon  Theatre  at  555-1111  to  reserve  a 
place.  There  is  a  discount  of  10  percent  on  fees  paid  before  August  31st;  that  includes 
the  workshop  fee  and  the  $20  per  person  charge  for  the  banquet. 


-  30 

Contact: 
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PUBLIC  SERVICE 
ANNOUNCEMENT 


SAMPLE  PUBLIC 
SERVICE  ANNOUNCEMENT 


The  public  service  announcement  is  a  short  news  release  written 
for  radio  and  is  another  way  of  getting  free  publicity 

Public  service  announcements  are  spoken  live  or  taped.  They 
should  be  kept  to  a  minimum  length,  30  seconds  or  less.  Fifteen 
second  notices  are  inclined  to  be  used  more  frequently  PSAs  must 
be  short  and  to  the  point,  but  creative  and  entertaining  enough 
to  capture  the  listener's  attention. 

Following  is  the  text  of  our  sample  news  release  rewritten  as 
a  public  service  announcement.  Set  it  up  on  the  page  as  you 
would  a  news  release.  List  your  contact  person(s)  at  the  bottom. 


Avon  Theatre  Company 
P.O.  Box  -- 


LADIES  AND  GENTLEMEN,  LETS  HAVE  A  BIG  HAND  FOR  .... 
THE  AVON  THEATRE  COMPANY.  THEY  ARE  HOLDING  A  ONE 
DAY  WORKSHOP  ON  SATURDAY  TO  GET  JUST  THAT  —  A 
BIG  HAND  FROM  VOLUNTEERS.  IF  YOU  ARE  INTERESTED 
IN  WORKING  WITH  THE  AVON  THEATRE  COMPANY  COME 
TO  THE  PICASSO  INN  ON  SATURDAY  BUT  CALL  BILL 
SHAKESPEARE  AS  SOON  AS  POSSIBLE  TO  RESERVE  A 
PLACE  —  555-1 111. 

-  30  - 


Know  the  names  of  the  program  directors  and  news  directors. 
Hand  deliver,  if  possible,  your  public  service  announcements 
to  them. 

Short  versions  of  your  release  one  or  two  sentences  are  often 
used  in  "What's  Happening"  columns  of  events  in  newspapers 
and  magazines.  These  can  be  more  factual  as  they  are  not  be- 
ing read  aloud.  They  are  also  used  on  the  cable  TV  channels 
for  the  printed  information  screen. 

FACT  SHEET  If  you  are  uncomfortable  writing  a  news  release,  use  a  fact  sheet 
instead.  A  fact  sheet  simply  lists  each  fact  in  point  form,  and 
allows  the  journalist  to  compose  the  story  for  you,  Facts  can  be 
arranged  under  WHY,  WHO,  WHEN,  WHERE,  WHAT  and  HOW 
headings. 
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PRESS  KIT  The  most  common  type  o!  press  kit  is  a  lolcler  with  inside 
pouches  containing  various  elements  ot  your  message  to  the 
media,  This  could  include  a  news  release  or  loot  sheet, 
photographs  (it  you  have  them),  plus  background  inlormation 
(biographies,  or  more  detailed  descriptions  of  the  project)  as 
necessary,  and  a  flyer  or  brochure  (if  applicable). 

The  outside  of  the  folder  should  be  designed  with  your  organiza- 
tions's  name  and  logo  or  symbol. 

A  press  kit  is  not  always  necessary  as  they  will  be  an  expen- 
sive element  of  your  stationary,  however,  they  help  keep  a 
collection  of  material  together  in  an  attractive  package. 
Add  something  unique  from  time  to  time  to  make  it  fun  for 
the  journalist  to  read.  In  the  case  of  the  sample  we  have 
drawn  up  about  the  volunteer  workshop  perhaps  one  white 
glove,  or  a  plastic  glove  blownup,  would  command  their 
attention. 

Press  Kits  are  best  hand-delivered  to  the  appropriate  media  per- 
sonnel. They  will  be  expensive  to  mail. 

NEWSPAPER  COLUMN       A  regular  weekly/monthly  column  in  your  local  newspaper 

is  an  effective  way  of  keeping  your  organization  in  the  public 
eye.  Most  local  newspapers  will  welcome  a  regular  contribu- 
tion provided  you  establish  a  format  and  stick  to  it.  You  will  need 
to  write  a  consistent  amount  of  copy.  Estimate  300-400  words 
about  subjects  of  interest  to  the  local  reader,  and  deliver  your 
copy  on  time. 

One  of  the  best  and  simplest  formats  is  a  calendar  of  current 
and  upcoming  events.  Make  sure  your  group's  name  is 
displayed  prominently  at  the  top  of  the  column. 

TELEVISION  AND  RADIO       Try  to  get  local  television  and  radio  stations  to  cover  your  events 

for  their  news  shows. 

Have  your  association's  spokesperson  interviewed  on  local 
television  and  radio  talk  shows  prior  to  an  event.  Discuss  the 
visual  attractions  of  the  event  with  the  TV  news  director.  They 
may  be  prepared  to  film  the  project  in  action.  When  a  TV  crew 
does  come,  be  ready  to  help  clear  floor  space  for  cameras  and 
lights.  A  few  tips  for  TV;  instruct  your  group  representative  to  give 
short  (15-30  sec.)  answers.  Most  news  items  are  60  to  90  seconds 
with  only  very  brief  excerpts  from  any  interAnew.  Make  sure  he 
or  she  looks  tidy.  A  turned  up  lapel  or  a  m.essy  hairdo  will  distract 
the  viewer  from  what  is  being  said.  Make  sure  the  background 
for  the  shot  is  appropriate:  in  front  of  your  theatre,  or  beside  your 
poster.  Somewhere  that  will  reinforce  the  statement  your 
representative  is  making.  Do  not  film  in  front  of  the  ladies 
washroom  door! 
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PUBLICATIONS 


BROCHURES  Brochures  give  the  public  a  general  picture  of  your  organiza- 
tion, describing  the  services  it  provides  and/or  its  activities.  They 
can  also  promote  and  publicize  special  events,  seminars,  con- 
ferences, workshops  and  so  on. 

Brochures  should  be  easy  to  read,  concise,  and  to  the  point. 
Use  illustrations,  diagrams,  or  photographs  to  help  capture 
the  reader's  attention.  Remember  your  brochure  will  just  be 
one  of  many  on  information  racks  and  must  stand  out  if  it  is 
to  be  read. 

Brochures  can  be  mailed  directly,  distributed  door-to-door, 
displayed  on  information  racks  at  schools,  libraries,  book- 
stores, train  stations,  handed  out  at  conferences  ...  any  number 
of  ways. 

NEWSLETTERS  Newsletters  are  used  to  communicate  with  the  membership  of 
an  organization  to  tell  them  what  is  happening.  They  can  also 
be  used  as  part  of  your  general  communication  plans  to  send 
information  to  the  media  or  special  interest  groups. 

Newsletters  should  be  published  regularly  and  should  stick  with 
a  consistent  title  and  format.  They  could  have  regular  features 
such  as  the  president's  message,  articles  about  aspects  of  your 
organizations  work,  profiles  of  staff  members,  a  calendar  of 
events,  and  letters  from  members.  Each  item  should  be  kept  brief 
and  to  the  point. 

Newsletters  can  be  reproduced  inexpensively  by  using  a  photo- 
copier (if  numbers  are  small)  or  a  mimeograph  and  are  best 
distributed  by  direct  mail. 

ANNUAL  REPORT  Your  annual  report  should  contain  a  brief  history  of  the  group, 
the  chairman's  or  the  director's  report,  a  financial  statement,  and 
a  description  of  the  events  and  activities  your  group  has  under- 
taken during  the  past  fiscal  year. 

Present  your  case  positively.  Be  concise,  specific,  and  use  sim- 
ple terms.  Back  up  your  statements  with  accurate  facts  and 
figures.  Use  graphs,  diagrams,  illustrations,  and  photographs  to 
make  the  report  more  appealing. 

Annual  reports  are  sometimes  used  to  determine  the  funding 
your  group  will  receive  from  corporations,  organizations,  and 
government.  Grants  will  be  easier  to  attract  to  an  organization 
with  a  good  track  record  for  handling  its  business  affairs. 

Mail  your  annual  report  to  members,  local  politicians,  the 
appropriate  civil  servants,  and  funding  organizations. 
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OTHERS 


POSTERS      Posters  are  used  to  promote  special  events.  They  should  be  clear 
and  attractive. 

Good  design  is  vital.  Posters  must  attract  readers  from  a  distance. 
Use  your  logo  or  symbol.  Use  vivid  illustrations.  Use  a  legible  type 
size.  Convey  your  message  simply. 

Posters  can  be  printed  economically  in  a  variety  ol  ways  de- 
pending upon  the  quantity  required.  Consult  with  your  printer, 

Posters  can  be  displayed  in  store  windows,  around  bus  stops, 
on  telephone  poles,  on  bulletin  boards  in  libraries  and  schools, 
and  at  other  drop-oit  points.  Ask  permission  before  using  private 
property.  Obey  city  by-laws  on  public  property.  Alter  the  event, 
remove  your  posters. 

FLYERS       Flyers  can  also  be  useful  promotion  tools  for  special  events. 

Printed  on  standard  size  paper  they  are  an  inexpensive  way 
of  reaching  large  segments  of  the  general  public. 

A  well-designed  flyer  grabs  the  reader's  attention  and  conveys 
your  message  in  a  simple  and  straightforward  way.  Keep  the 
number  of  words  to  a  minimum  by  sticking  with  the  who,  what, 
when,  where  and  why  of  the  event.  Illustrations  can  be  used 
to  make  your  flyer  more  attractive.  They  should  be  a  form  of 
your  poster  and/or  advertising  to  maintain  a  consistent 
recognizable  image, 

Flyers  can  be  mailed  or  delivered  door-to-door,  posted  on 
bulletin  boards  m  libraries,  supermarkets,  left  at  cashier  desks 
in  stores,  put  on  windshields ..,  any  number  of  ways  to  pass  them 
out  in  the  broadest  possible  way. 

DISPLAYS  Displays  may  be  useful  to  bring  the  activity  of  your  group  to 
the  attention  of  the  public,  Use  them  in  hotel  lobbies,  shopping 
centres,  libraries,  any  public  place  that  attracts  foot  traffic,  A 
good  display  will  draw  in  passer-by  and  hold  their  interest. 

Displays  may  include  films,  slides,  photographs,  artwork,  racks 
with  information  handouts,  books,  brochures. 

Planning  is  essential: 

—  How  much  space  do  you  have?  This  will  tell  you  what 
you  can  include  in  your  display, 

—  Where  is  the  space  located?  A  busy  traffic  area  means 
you  may  not  have  browsers.  If  it  is  in  an  out  of  the  way 
corner  you  may  need  extra  signs,  A  brightly  lit  spot  means 
that  you  can't  use  an  audio  visual  show, 

—  What  is  provided  for  your  display?  Will  you  get  tables  and 
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chairs  or  do  you  have  to  bring  your  own?  Will  there  be 
a  backdrop  where  you  can  mount  signs.  Is  there  a  rest 
area  tor  people  to  sit  down? 

—  What  are  your  hours?  You  may  have  to  arrange  shifts  ol 
staff  if  the  hours  are  long. 

—  What  are  the  restrictions  in  the  display  area?  Ask  about 
fire  precautions  if  you  are  using  any  inflammable  mater- 
rials.  Will  the  owner  of  the  space  let  you  sell  memberships, 
tickets?  How  many  signs  can  you  have  —  how  big  can 
they  be? 

Present  your  material  in  an  organized  way,  Decide  upon  a  basic 
theme.  What  are  the  most  important  elements  of  your  message 
and  emphasize  them.  Avoid  clutter.  Don't  crowd  too  much 
material  into  the  space.  Use  bright  colors,  readable  type. 

Display  your  organization's  name  and  logo  prominently. 

PAID  ADVERTISING  Paid  advertising  provides  your  organization  with  an  "organiza- 
tion controlled"  message  and  environment.  It  is  flexible,  con- 
sumer accepted,  very  effective  and  efficient  when  used  pro- 
perly. There  are  a  large  number  of  message  environments 
available  (i.e.  magazines,  sports  pages  of  newspapers, 
billboards,  etc.)  Paid  advertising  is  a  proven  technique  with  a 
shotgun  or  rifle  capability.  You  can  get  to  as  broad  or  as  nar- 
row range  of  people  as  you  want  by  using  large  circulation 
papers  or  specialty  magazines, 

It  has  some  disadvanages;  Competes  with  a  number  of  adver- 
tisements on  a  page;  cost  it  is  often  not  used  properly. 

If  you  live  in  an  area  that  is  not  serviced  by  an  advertising 
agency,  talk  to  the  layout  people  at  your  local  newspaper. 
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